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They’re 

Off!! 


o 



“Royal” Starter's flag dropped at noon November 1st! 

Contest runs without interruption, closing New Year's Eve. 

Time is Short — Speed Counts. 

Below is your position according to the starter's schedule. 

Every “Royal” office starts at scratch. 

Get your stride! 

Remember — this is a double barreled contest. 

Seven prites of $100 each to the winning manager in each class. 

A beautiful silver cup to the office winning in the present “Royal” Blue Banner 
Division presented by Mr. Geo. Ed. Smith, President. 

Opportunity for Reds and Yellotvs to earn a “Royal” Blue Banner besides a 
cash prize. 

HERE THEY ARE 



BLUE 

RED 


YELLOW 


I)IV. No 1 

DIV. No. 2 

DIV. No. 1 

DIV. No. 2. 

DIV. No. 1 

DIV. No. 2 

DIV. No. 3 

Buffalo 

Indianapolis 

Atlanta 

Detroit 

Los Angeles 
St. Louis 
Hartford 
Chicago 

New York 
Washington 

n 

Peoria 

Birmingham 
Springfield, Mass. 
Dallas 

Louisville 
v, Houston 

Portland, Me. 

New Orleans 

Soul fend 
Jacksonville 

Philadelphia 

Cleveland 

Pittsburgh 

San Francisco 
Minneapolis 
Columbus 
Baltimore 
Kansas City 

Des Moines 

Boston 

Cincinnati 

Portland, Ore. 
St. Paul 
Youngstown 
Omaha 

Grand Rapids 
Worcester 

New Haven 
Oakland 

Dayton ^ 

Richmond 

Erie 

Albany 

Bridgeport 

Allentown 

Davenport 

Bangor 

Duluth 

Akron 

Evansville 

Charleston 

.Denver _ 

Fort Wayne 

Providence 

Newark 

Harrisburg 

Milwaukee 

Johnstown 

Fresno 

Memphis 

Little Rock 
Norfolk 

San Antonio 
Toledo 
Rochester 
Seattle \ 
Springfield, III. 
SiointCity 
Rockford] 
Scranton 




GO TO IT! 

SHOW YOUR REAL SPEED! 










It looks as though 1922 will be by far 
the biggest year in the sales of Royal 
Typewriters in the United States, and we 
have an opportunity to pass the figure of 
the big years of 1919 and 1920 by a 
substantial margin, if we all pull together. 
The Blue Banner Offices at the close of 
the year are going to get the credit for a 
kig part of this success. 

The improvement, however, in what 
are known as Yellow Banner Offices and 
Red Banner Offices, has been so remark¬ 
able in some places, and these managers 
have been so insistent upon getting proper 
re cognition, that we do not want to end 
U P the year without giving everyone a 
chance to get into the class in which he 
really belongs. We have, therefore, de- 
( »ded to run a prize contest of seven prizes 
°1 $100 each. The same classification 
° offices will be used as in the recent 
Ue R an ner Prize Contest. You will 
remember we had two Blue Banner Divi- 
i°ns, two R ec j 3 anner Divisions, and 
ree Yellow Banner Divisions. Attached 
^ u will find a sheet showing the offices 
whom you are to compete. 


Quotas have been re-adjusted upon the 
fairest basis known to the officials of this 
company, and they are the basis upon 
which this contest will be conducted. 

The Blue Banner men have won the 
distinction and honor of being “Blue 
Banner Offices” in 1922, and this honor 
will not be taken away from them. They 
alone will compete for a cup, known as 
the “Champion Office of 1922,” and they 
will also be entitled to win the $ 1 00 prize, 
in each of the two divisions. 

The Red Banner Offices will be entitled 
to win the $ 1 00 prize offered to each of 
the Red Banner group, and also will be 
automatically moved up into the Blue 
Banner Class, if the quota of 100% is 
passed during these two months. 

The same applies to the three Yellow 
Banner groups on the basis of 75% of 
their quota to get into the Red Banner 
Classification, and 100% to get into the 
Blue Banner Class. 

We want to ascertain two things. First, 
which is the Champion Blue Banner Office 
of the year. Second, whether or not the 
offices in the Red and Yellow Classes can 


by a spurt get into the Blue Banner Class, 
or at least a higher class if in the Yellow 
Banner Class at the close of the year, 
Very truly yours, 

H. J. CLOSSON, 

Sales Manager. 


WESTERN DIVISION CONTEST 
STILL ON 


The month of October finds the Presi¬ 
dent s Cup still unwon in the Western 
Division. Every manager in this division 
still has an opportunty to clinch this cup 
for himself. 

Mr. G. L. Smith, Manager of the Los 
Angeles Office is the winner for the month 
of October. This makes the second leg 
to his credit, and from all indications he 
stands a good chance to walk off with 
the honors. 


CENTRAL DIVISION AGAIN IN 
FIRST PLACE 


The Central Division again came into 
first place for the month of October with 


Mr. M. C. Hull, Manager of the Johns¬ 
town Office in the lead. 


CASHMAN LEADS IN EASTERN 
DIVISION 

Mr. Harry D. Cashman, Manager of 
the Washington Office is the leader in the 
Eastern Division for the month of Octob¬ 
er. For the past few months Mr. Cash- 
man has been wending his way to the top 
by steady strides and can well be termed 
a top-notcher ’ in his division. 


SECOND AND THIRD PLACE MEN 

Following their leaders in each divi¬ 
sion: 

W. B. Larsen, Manager of Chicago, 
Ill., second place, and F. L. Gallup, Man¬ 
ager of Buffalo, N. Y., third place in the 
Central Division; E. G. Dodge, Manager 
of Baltimore, Md., second place, and D. 
J. Allingham, Manager of New York City, 
third place in the Eastern Division; R. M. 
Devin, Manager of Fresno, Cal., second 
place and C. E. F. Russ, Manager of 
Portland, Ore., third place in the Western 
Division. . -■ 
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THE ROYAL 


STANDARD 


ON APPROACH 


Much has been said on the subject of is not unlike fishing. A man wil use 
the proper style of approach and to read different kinds of bait for the varous kmds 
some writers it would appear that the so- of fish and to meet the conditions under 
called approach has been reduced to a which he has been placed when fishing, 
science. As a matter of fact I do not be- In other words, he can try one m of 
lieve it has. Approach is a matter of bait and if it does not produce the desired 
judgment which results from the study results he can try another and so on until 
and knowledge of human nature. The he gets the kind that really catches the 
human equation plays a large part in de- fish. 

termining what constitutes a good or bad Another man tells a story o an 
approach experience he had with what is known 

Examples of the approach used by « - boiled" buyer. This man in- 

different men will be helpful in determin- sisted u P on do,ng h,s OWn P urc j >as,ng and 
, , . . . • s i ij made it a practice to make it very un- 

mg from what angle the subject should , . u n j 

. , , M comfortable for any salesman who called 

be treated by the individual. No one comiorid _ * . , 

, ! , *i j c on him. He had discouraged a number 

man s approach would necessarily do for 

, r «.i of typewriter men and was very success- 

any other man or group of men, but by 

, . , . , i i fulin keeping them from seeing him. 

studying what other men have said and K ,, u L 

, -i, , , , - . k The manager m this case tells how he 

done will be of assistance us producing the ^ ^ to ^ office , fami l iarized 

proper situation. himself with the surroundings so that 

One of the most successful managers of w k en rea lly ready to begin his 

the Royal organization has trained his operat i ons he would be no stranger to 


By H. J. Closson 
Sales Manager 

ranted to see you for a long time, especi- 
ally on account of the reports that have 
been made by our men regarding your 
requirements and the difficulty they have 
had in presenting their case. Personally 
cannot imagine why they have not made 
more progress with you. I have an en¬ 
gagement with the Brown Shoe Company 
Tomorrow afternoon who are just across 
the street, to show them the quiet model 

When 1 get through 1 want to as sue. 

You 


salesmen to use an approach which 
about as follows: 

“I am Mr. Jones from the Royal Type- wou ]d help his courage and 
writer Company. Our Company is spend- anC e. 
ing thousands of dollars for advertising 


the place and his familiarity with the in¬ 
terior of the office and the atmosphere 

self 


Royal. 

come over here and show it to you. 
keep posted on everything that is up to 
date and I feel confident that you will want 
to see this latest development of the type¬ 
writer. It will not require much time and 
my mission is not necessarily to sell you 
the typewriter but to show it to you. I 
expect to be through about three o’clock. 
If that is all right with you I will be over 
at that time. As soon as you have looked 
at the typewriter our boy can take it back. 

I should like very much to get your opin¬ 
ion of it, in fact I am more interested in 
your opinion of the Royal Typewriter 
than I am as to whether you are going to 
buy or not. I am glad to have met you 
and expect to be here at half past three 
tomorrow.” 

Meeting no particular objection on the 
part of this buyer the manager walked out 
and made preparations to make his ex¬ 
periment the next day. Of course the 
manager met his protest, stating that he 
was not going to buy with the assurance 
that he was not going to sell it and the 


About two days after the first call he 
and they expect their salesmen to do a wa lkecl in again and having made the ac 
certain amount of promotion work. I quaintance of the girl at the gate, passed 
would appreciate the privilege of bring- through. When he reached the buyer 
ing the Royal machine to your office so secretary he simply said, "please tell Mr, 
that I may show it to you with no obliga- gear Mr. Jones of the Royal Typewriter 
tion to buy. Even though you may not Company is here.” 

be interested in it yourself at the present He said it with such assurance that the 
time, you may be of assistance to us g^ r ] carried the message in and of course 
through recommendation to your friends Jj C g 0 * the usual response, that was that u.cxt'afternoon ac half past three the in- 
and some time when you are in the market }j e didn’t want to see him. The manager, stallation and examination was made, 
we will be glad to wait on you.” how'ever, insisted that she go back again Another successful manager has used 

Of course the salesman does not use and make an appointment. The result of an approach which he has also taught his 
this approach until he has found the man the second attempt was that the buyer salesmen which has proved very efficient, 
who will pass on the purchase if any is sent for him. The manager in this case He proceeds along the following line: 
made. He has found that when this plan assumed of course that the buyer would "I am Mr. Jones of the Royal Typewriter 
is followed out consistently that the num- naturally expect him to start out at once Company. I will be in this vicinity next 

ber of examinations he is able to secure on the subject of typewriters and he Tuesday to demonstrate the Royal Type- 

are a very large percentage of the calls could see by the glint in his eye that he writer. While I am here I will appreciate 

that he makes. w-as all set. Instead of that he used an your kindness if you will let me show you 

Psychology plays a large part in the entirely different plan. the machine. You will be under no obli- 

proper method of approach. The knowl- "That is a very efficient girl you have gallon to buy. I s.mply want you to know 
edge of human nature and what may be at your information desk," he said. "1 what the Royal Typewriter ,s. so that 
reasonably expected determines the man- Earned something from her this morning when you are m the market you will be 
ner in which to begin. Using an approach that 1 can use in my business. 1 have fully posted on our product. 


Sometime ago we published a story of 
the approaches by Mr. Wellman in Louis¬ 
ville. For those who did not see it it will 
be worth while to refer to the August issue 
of the Standard. For those who did read it 
it will also be well to refer to the August 
issue of the Standard and read it again as 
it contains a lot of good stuff. Mr. Well¬ 
man’s approach is very unique to be sure, 
and whether or not other men can use it 
cessfully as Mr. Wellman does is a 
question, but at any rate it furnishes food 
for thought. 

Without doubt there are many ap¬ 
proaches which could be used successfully 
if the salesman would be thoughtful 
enough to create the impression that he 
does not expect to close the deal with the 
customer right away. 

Probably the most important point in 
connection with an approach is the matter 
of shaping it up so that it will produce as 
little resistance as possible. I am sure 
that every one is thoroughly convinced of 
the importance of getting the Royal be¬ 
fore the customer. We have little fear of 
what will happen after vre have made a 
good demonstration and every one knows 
that a fair volume of busines will follow 
a good day’s work where some of those 
demonstrations have been made. In ad¬ 
dition to that a lot of easy business fol¬ 
lows the work of the constant demon¬ 
strator. The consistent demonstrator will 
before long find that he is actually cover¬ 
ing comparatively small territory on ac¬ 
count of the number of call-backs that 
he will have as results of the demonstra¬ 
tions that he makes. 

There are doubtless a number of very 
excellent approaches being used by the 
men in this organization which will be 
helpful to others if they knew what they 
are like. An interchange of ideas along 
this line would prove interesting and 
profitable to the entire organization, and 
it would be well for various managers and 
salesmen to write this office, giving 
examples of their best approaches in order 
that they may be given publicity through 
the columns of the Standard. 


SECURING EXAMINATIONS 


By H. P. Sutton 
Assistant Sales Manager 


Securing examinations in any territory 
is only as hard as the salesmen make them. 
Almost every one is willing to look at 
merchandise provided the suggestion is 
put to them in such a manner as to put 
them in a mood of affirmation. 

One of the first difficulties, probably 
the principal difficulty in connection with 
getting examinations is the fact that the 
salesman starts out with the idea of secur¬ 
ing an examination and having made little 
progress, tries to go too far. It is a com¬ 
mon fault to start a story or argument for 
securing examination and turn it into a 
sales argument. The first idea is correct, 
the last idea produces antagonism and 
prevents the salesman from accomplish¬ 
ing the very result he desires. 

In seeking examinations the salesman s 
attention should be concentrated on that 


one idea, all of his efforts should be bent this assertion. You may pick two possi- 
toward that end, and the sales argument bilities. Concentrate your attention and 
should be left until he has the typewriter talk to one of these possibilities on the 
in front of his prospect. subject of an examination which does not 

Men and women are very much alike carry with it any obligation to purchase, 
in their desire to see and examine mer- Thoroughly explain that your desire it to 
chandise. Men are quite as much window show him the machine and let it go at that, 
shoppers as women. The window or In your mind’s eye put him in the position 
store shopper is by his or her very nature of a man who is examining something in a method of securing examinations is to 
a very shy individual. The suggestion of clothing store but who is not ready to concentrate attention on that one idea 

purchase will immediately drive them buy. Be careful that the suggestion of and let the selling take care of itself 

away. If properly encouraged they will purchase does not creep into the con- Later on when you actually have the type- 

examine the merchandise carefully and versation at all. If he tries to introduce writer in front of him and when you can 


it and get his approval or acceptance of 
your suggestion. Then induce even the 
smallest suggestion of purchase into the 
conversation and watch his reaction. You 
will find that he immediately sets up a 
defense and an opposition. 

This little test should show beyond any 
question of a doubt that the correct 


thoroughly. 


it, divert his mind and prevent it. Do divert his attention from the mere matter 


In soliciting foT examinations it is es- not under any circumstance let the idea 

sential that the idea of the examination be creep into your own mind, or as sure as 

kept before the prospect all the time to you do it will be reflected in his. 
the exclusion of everything else. If a Now take another subject, start your 
salesman with an analytical mind will canvass for examination, work it up to the session and later the determination to 

try this out he will discover the truth of point where you are about ready to clinch possess and these three steps must be fol- 


of looking at the machine to the idea of 
possessing it is time to get in the sales talk 
It is a long step between the examina¬ 
tion of merchandise, the desire of P 05 * 























THE ROYAL ST A N D A R D 


3 


This advertisement to appear in the following magazines: 


Schedule 

Saturday Evening Post 
Literary Digest 
American Magazine 


Issue 
Dec. 2 
Dec. 9 
December 


Appearance 
Date 
Nov. 30 
Dec. 8 
Nov. 16 



horoughbred! Swift light 

_in action • with the ease and 

grace that go to make up per¬ 
fect form. And a wealth of stam¬ 
ina,* that reserve of endurance 
which a winner mu& always have. 

It isn’t a mere coincidence that 
the leaders in so many lines of 
business are using Royal Type¬ 
writers. \ou can’t get very far 
in the great business race with 
less than the finest equipment. 


ROYAL TYPEWRITER GOMPANYlnc. 

Royal Typewriter Building. 364-366 Broadway, New York 
branches and Agencies the World Over 

Chief European Office: 75A Queen Victoria Street London.E.C. 
Principal Canadian Office: 56, Notre Dame St. West, Montreal.P.Q 

"Compare the iJJorkJ’ 

ROW 

Trade Mark 


TYPEWRITERS 


lowed before you can culminate it in a 
signed order. 

When you are out after examinations 
talk examinations and nothing else. If 
in your travels you find a man who is 
ready to buy it is then time enough to 
quit, but the chances are that you will 
not meet enough of this class in your 
canvasses who interfere very materially 
with the general plan of this suggestion. 

Anxiety to sell or any temptation or 
your part to attempt to hurry purchase 
while you are talking examination will 
defeat both ends. When you leave a man 
to whom you have talked regarding 
examination, leave him with the idea that 
all he is going to do is to look at that 
typewriter when you get it up there. 

After you get the typewriter in front of 
him and have shown him the good fea¬ 
tures of it, it is then time to proceed to¬ 
ward the sale. If you are able to secure 
an examination after having injected 
some sales talk into your argument, you 
will find that when you make the demon¬ 
stration and begin the sales talk that you 
have added just that much resistance 
which must be broken down before you 
can proceed. If you leave the prospect 
in a frame of mind where all he expects 
is to look at the machine it is not a hard 
matter then to transfer his strain of talk 
over to the idea of his desire of ownership 
and from that point on the actual sale 
proceeds. 

Typewriters can only be sold by 
demonstration. It is very rarely true that 
a man buys a typewriter without a demon¬ 
stration. A typewriter is a device with 
which every one is familiar and therefore 
difficult for them to visualize a certain 
typewriter or certain features of advan¬ 
tage. These features which ieally make 
up the selling argument can only be gotten 
over by actually demonstrating the ma¬ 
chine in the presence of the prospect 
where he can handle and see the points 
at the same time. 


WHAT IS A PROSPECT? 

By N. G. Sykes 

Manager Houston, Texas, Branch 

Salesmen often ask the question: what 
is a prospect, or how do you know when 
you have found one? 

A prospect is anyone who has a reason¬ 
able use for a typewriter and who has, or 
can accumulate within a given period the 
amount of money necessary to pay for it. 
This does not mean that everybody is a 
prospect, but it does show that there are a 
lot of prospects that are never canvassed. 

Two men were recently discussing this 
subject. One made the assertion that 
anybody having $105, or who was likely 
to be able to get it together within eight 
months or a year, was a prospect for a 
Royal Typewriter. The other man agreed 
with a proviso that he must have a reason¬ 
able use for the typewriter. In a further 
investigation they tried an experiment. 

It was agreed that they should walk 
down any street until one of them saw 
what looked as little like a prospect as 
a nything he could imagine. 

It happened that the first and most un¬ 
likely place they saw was a junk yard. As 
they entered, they found an apparently 

arren place with nothing more in it than 
a se “ c °nd-hand bookeeper’s desk and a 
table. 

After creating some disturbance a man 
came in. When the salesman stated his 


business, the junk man laughed at the idea 
and said that he didn’t have a typewriter 
and never did have one and couldn’t use 
one if he had it. Subsequently question¬ 
ing brought out the fact that he did have 


an old typewriter but that he had little 
use for it. It was evident that he had the 
money to pay for a new one. 

The salesman went to work on him 
under high pressure and the moment he 


saw him taking interest in the suggestion 
of owning a typewriter and getting rid of 
the old one, he told him that he would 
deliver one to him that afternoon for his 
inspection, exacting his promise to receive 
it and look at it when it showed up. With¬ 
out waiting for any further conversation 
the salesman left. 

The typewriter was delivered in due 
course and while the salesman did not sell 
him a new typewriter he did sell him a 
rebuilt. 

The first salesman having succeeded it 
was up to the second one to do his part. 

The next unlikely place was one of 
those little stores in the foreign section 
where they appear to sell everything. 
The salesman who had just converted the 
junk man into a prospect sent his friend 
into this place. 

Behind the counter was a woman past 
middle life of Semitic appearance. The 
salesman ingratiated himself by making 
a small purchase and then asked her if she 
had a family. He found out that she had 
seven children, one in the first year high 
school and two ready to enter within a 
year or two. He proceeded on the as¬ 
sumption that she was going to give her 
children a commercial education. He 
developed this thought by explaining the 
absolute necessity of a typewriter in busi¬ 
ness and showed her how, if they had a 
typewriter at home, the children could 
shorten their course in school and really 
become more proficient. The idea ap¬ 
pealed to her but the thought of spending 
the price of a typewriter appalled her. 

Have you a victrola?” the salesman 
inquired. 

Upon receiving an affirmative answer 
he asked her what she paid for it, and 
found that it had cost $ I 80 and that it had 
taken about three years to pay for it at 
$5 per month. He told her that if she 
was sufficiently indulgent to furnish this 
expensive amusement for her children she 
certainly could afford, and should be 
willing to provide them with a rebuilt 
typewriter which would help them earn a 
livelihood when they got out of school. 

She admitted that she could probably 
pay as much as $5 at one time providing 
that she didn t have to pay any more for 
a month or so. The salesman thereupon 
formulated a plan for her which she ac¬ 
cepted. 

This is what he sold her. 

’Every morning when you come into 
the store take ten cents out of the cash 
drawer and put it aside. Every night 
when you close up take out ten cents more 
and put it aside. You certainly will never 
miss that. I have just bought two cigars 
for which I paid you twenty cents. Take 
one of those dimes and lay it aside. You 
will never miss it. At the end of the week 
you will have $1.20 laid aside and at the 
end of the month you will have $4.80. 
At the end of each month send your boy 
to the office and just before he leaves 
give him twenty cents in addition to what 
you have put aside, that will be $5. You 
will keep this up every month for only 
fourteen months and then you will have 
your typewriter all paid for.” 

The idea appealed to her shrewd busi¬ 
ness sense, the rebuilt was delivered; she 
started the saving plan and signed up a 
lease agreement. 

These are just two examples to show 
that prospects do not happen but are 
actually made. 
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ON HIRING SALESMEN 

By Capt. W. C. Lavat 
Asst. Sales Manager 

Managerial efficiency is gaged very 
largely by the number and type of men 
that the manager is able to employ. A 
manager is not unlike a school teacher or 
a college professor. He possesses knowl¬ 
edge of his subject and his job is to trans¬ 
mit that knowledge to others who can 
use it to the best advantage. In the first 
place the manager naturally must be sold 
on the typewriter and its adaptability to 
all sorts of business. He must also have 
a keen appreciation of the money making 
possibilities that it has for a salesman. 

The matter of hiring salesmen consists 
principally of selling prospective salesmen 
the idea, exactly as in selling the idea to 
the prospective buyer. 

It cannot be said to be possible that 
any man can pick out salesmen with the 
assurance that they will be successful. 
There is more or less of a chance in it 
at best. The best judgment based on 
experience must be applied to this im¬ 
portant duty of the manager and while 
there is a chance taken every time a man 
is hired, still these chances can be reduced 
to a minimum, although it is too much to 
hope that they can be entirely eliminated. 

To be successful in hiring salesmen it is 
necessary that the manager first and fore¬ 
most make the right impression on the 
men that he hopes to employ just as it is 
necessary for him to make the right impres¬ 
sion on the prospect that he hopes to sell. 

In selling your product it is necessary to 
use considerable aggressiveness and to a 
large extent dominate the interview. 
Vour success lies in your ability to put 
your idea across in the prospect’s mind 
and when you are hiring a salesman you 
are performing a similar function. You 
are endeavoring to get your idea across in 
the prospective salesman s mind with the 
idea that he in turn can carry that idea 
out to the prospective customers and bring 
back orders. Making the right impression 
on the salesmen is the first essential to 
success in surrounding yourself with the 
right type of men. 

It is the experience of a great many 
branch managers that salesmen them¬ 
selves do not know what they want to 
do or what they can do. The fact is that 
they have to be told and then checked up 
to see that they do it. The branch man¬ 
ager in hiring the men must have a very 
concrete idea of what he expects done, 
how he expects it done and what the 
financial return will be to the man who 
does it. The prospective salesman does 
riot know these things in the same detail 
that the manager does, therefore it is 
necessary for the manager hiring men to 
emphasize these points so that they are 
clear in the salesman’s mind as they are 
in his. 

An example of an extreme experience 
showing that you never can tell where 
salesmen come from or exactly where to 
put your hands on them is illustrated in 
the following story. 

A certain manager saw a young steam 
fitter fixing up a radiator in his office. He 
engaged him in conversation and the 
thought flashed across his mind that the 
man would really make a good salesman 
if properly trained. The result was he 
made him a proposition. The young 


steamfitter talked it over and finally ac¬ 
cepted. The manager accomplished his but he will get a 
result by selling this steamfitter the idea 
that he had the ability to sell which he 
was not using and that there was more 
money to be made in the sale of type¬ 
writers than there was in working on 
radiators. The manager sold himself per¬ 
sonally to his man primarily, and then sold 
him on his own ability to be successful. 

Another manager was in a department 
store looking at some neckties and was im¬ 
pressed by the manner in which the neck¬ 
tie salesman proceeded to induce him tc 
purchase. He engaged him in conver 
sation and found out a little about his 
ambitions and desires. The result wa? 
that he made an appointment with him 
and had him call at the office. After an 
investigation, he made up his mind that 
the necktie salesman could sell type¬ 
writer's. He sold him on the idea and 
hired him. 

The first man referred to is in the type¬ 
writer business and is a successful man¬ 
ager of a branch office today. The other 
man is also in the typewriter business and 
making great progress as a salesman. 

From this, however, it must not be 
gathered that you can pick up steamfit- 
ters or necktie salesmen and make type¬ 
writer salesmen out of them, but it does 
show that you never can tell where the 
ability that you wish to employ may be. 

It also shows that the personality of the 
manager has a great deal to do with the 
success in hiring and training salesmen. 

When you succeed in securing the 
services of a promising man it is poor 
policy to turn him loose on his own re¬ 
sources. He is in strange surroundings 
with strange ideas to present and after 
the first two or three rebuffs, even though 
he be a good man, he is likely to be dis¬ 
couraged regardless of how carefully you 
have demonstrated and attempted to train 
him inside the office. The fact remains 
that he has not been able to absorb all 
you have given him. He cannot be ex¬ 
pected, in thirty minutes, to get the idea 
that it has taken you years to co-ordinate 
in your own mind. When he gets his re¬ 
buff he learns what he does not know 
about his proposition. Unless he is taken 
in hand by the manager, every day in fact, 
until he gets started, the number of things 
that he doesn’t know and which he knows 
he should know will over balance the 
things that he does know and then what 
might have been a successful man be¬ 
comes a failure. 

It is an excellent idea in sending a sales¬ 
man out to give him the best demonstra¬ 
tion of which you are capable. Have him 
witness the demonstration of other men as 
well. Familiarize him with the mechanical 
detail of the typewriter but primarily 
teach him its adaptability to various lines 
and classes of business. He is not going 
to sell the mechanics of the typewriter, 
but he is going to sell the results that it 
produces. When you feel that it is time 
to put him out on the street do not turn 
him loose, but go out with him, show 
him how examinations are placed and let 
him hear your argument. His first effort 
should be directed along the line of get¬ 
ting examinations. 

When he has put out several and found 
one that is a likely prospect go out with 
him and if possible, make the sale your¬ 
self. Let him see how you do it. It does 


not follow that he will use your method, 

but he will get a lot of argument and 
principally, a great deal of courage neces- 
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9 ary in following up the other examina¬ 
tions that he may have placed. 

If you will spend the necessary amount 
of time on prospective salesmen, just as 
you would on prospective buyers you will 
get a larger percentage of results than you 
have ever seen before. Conversation 
directed at a salesman is good but an 
actual demonstration of how it is done is 
a great deal better. Theodore Roosevelt 
gave a very good text when he said 
"words are good but deeds are better.’ 

If you will show a salesman by your deeds 
in addition to explaining to him by your 
words you will produce many successes 
which otherwise might have been failures. 

A man properly started out will get re¬ 
sults more quickly than one who has to 
flounder around and find his way. When 
he does get started he will not only pro¬ 
duce a greater volume of business but will 
give you a great deal less trouble. 

Most men who attempt to sell type¬ 
writers feel that they do not need training. 
Primarily this may be so, they may know 
how to sell but all of them certainly need 
training in how to sell Royal Typewriters 
and the only way that they can get that 
is by actual demonstration as to how it is 
really done. 

The conditions that the new salesmen 
meet with are no different from the condi¬ 
tions that you meet with yourself. You, 
however, have the advantage of experi¬ 
ence and training which he must get. If 
there is any way that you can devise to 
shorten the time in which he will acquire 
this knowledge and experience you will 
increase the volume of business from your 
office in exactly the same proportion. 


THEY DON’T REMEMBER YOU 

By Wesley A. Stanger 
Manager Sales Promotion Dept. 

As to a tribute to their own personal 
vanity or for some other unknown reason 
salesmen frequently assume that a man 
they have called on once or twice or even 
three or four times remembers them the 
next time they call. It doesn’t make very 
much difference how hard you try to 
make an impression, or how much you 
think you succeed in doing it, it is unsafe 
to take this chance. 

Undoubtedly after a man has seen you 
two or three times he remembers you, 
but if he is a busy business man (and they 
are the only type of people that type¬ 
writer salesmen can afford to spend any 
time on), they may remember in a vague 
sort of way that they have seen you some 
where in a crowd. It may have been 
across the table in a restaurant or at 
baseball game. It is pretty hard for the 
average business man or even the extra¬ 
ordinary business man whose mind is 
concentrated on his work to have a mental 
card index associating every face, name 
and business that comes in front of him 
day by day. 

Until you are thoroughly acquainted 
with the prospect that you call on, it is 
always safe, in approaching a man a sec¬ 
ond or third time, to state at once your 
name and business. It is unfair to expect a 
man whom you are interviewing to search 
through the tablets of his memory to 


previous experience. Put him at ease at 

once by stating who you are. 

There is hardly a salesman who has not 
had the experience of calling on a man 
whom he has seen two or three times and 
who, upon starting to tell his story will 
observe a puzzled look in the prospect’s 
eyes. The fact of the matter is, the prospect 
isn’t paying very much attention to what 
the salesman is saying but he is searching 
around through his mind to see if he can 
remember who this fellow is who seems so 
familiar to him. The force of the argu¬ 
ment has been lost as the man’s mind is 
not concentrated on what is being said. 
He hears vaguely, but his mind is con¬ 
centrated on trying to remember to whom 
he is talking. 

It is always best, on seeing a man, to 
remind him gently who you are. For in¬ 
stance when you get in his presence say, 

"I am Mr. Jones, the Royal,” not as 
though you are trying to inform him but 
just as a suggestion. You will find in 
about nine cases out of ten the prospect 
will hasten to inform you before you finish 
your sentence that he knows who you are. 
The fact of the matter is, he may in a few 
cases, but the majority of cases he does 
not, but as soon as you say “Jones of the 
Royal” he begins to get your idea. He 
wants you to think that he does know you. 
Do not assume, because people you meet 
apparently attempt to stop you when you 
try to tell who you are, that it is safe to 
proceed without telling them. 

When a man has you correctly cata¬ 
logued in his mind he is then ready to 
listen to what you have to say, but if he 
has to search around and try to figure you 
out you cannot expect any concentrated 
attention. 

This may sound like primary stuff to 
some of the old timers but there isn’t an 
old timer on the road or off of it who 
when reading this won’t appreciate the 
logic of it anyway. As a matter of fact it 
is usually the veterans who are trained in 
the game who are most punctilious re¬ 
garding the small details in connection 
with the presentation of what they have 
to sell. As a matter of fact the older a 
man gets in the business of selling, the 
more cautious he becomes. Therefore, 
if this argument doesn’t apply to some of 
the old fellows who really know, it cer¬ 
tainly should prove to be good stuff for 
the young ones who have to learn. 


CHICAGO HAS CONTEST 


Excitement has reached a high pitch in 
the Chicago office. In order to increase 
interest in Sales Manager Closson’s big 
contest, Manager Larson has divided his 
forces into two divisions, one headed by 
John L. Roberts, and the other by 
Edward J. Goldblatt. The two teams 
are known as the “Robert’s Colts” and 
the “Goldblatt Tigers.” The contest be¬ 
tween the teams is to run this month and 
the losers are to buy a “feed” for the 
winners. Next month it will be repeated 
and the losers will have a chance to g e ^ 
back at the November winners. The con¬ 
test started off with a bang and every man 
on each team started out to assure him¬ 
self that he will not pay any assessment 

for dinner in November. 


Manager Larson is not placing any bets 
sociate you with your business or some | himself and says that the teams are so 
















































5 


THE ROYAL STA N D A R D 


evenly matched that the contest is bound 
to be a lively one. Both of the leaders 
are “old timers” at this sort of thing and 
it is going to be very interesting to watch 
the progress of this contest. December 
issue of the STANDARD will print the 
news of the winners. Both leaders say 
that if it happens that his team has to 
pay, that the men are going to get so 
much additional business on account of 
it that they won t miss the money anyway. 


SALES PROMOTION DEPARTMENT 


Response to the receipt of the first of 
the series of Sales Promotion Bulletins 
was voluminous and gratifying. Prac¬ 
tically every office in the organization as 
well as many dealers wrote encouraging 
and appreciative letters to the new de¬ 
partment. Equally enthusiastic was the 
response to the Sales Promotion letters. 

It is the plan of this department to mail 
out the Sales Promotion Bulletins fre¬ 
quently. They will not appear at regular 


intervals, but will punctuate the lapse of 
time between the appearance of the 
monthly visits of the Royal Standard. 
The Sales Promotion Department would 
like to hear from managers as often as 
possible with suggestions and constructive 
criticism. These bulletins belong to the 
sales department and it is expected that 
the branches will make the best use of 
them possible. Merely reading them and 
digesting the contents is not the whole 
thing. Suggestions for future subjects are 
requested. Every manager and salesman 
in the organization has ideas that could 
well be circulated throughout the organ¬ 
ization and it is the desire of the depart¬ 
ment that such suggestions be sent in. 

Attention is called to a letter recently 
sent out detailing a plan followed by Mr. 
Gallup, when he was manager at Buffalo. 
This was a constructive idea and to many 
branches will doubtless prove useful. 

The Sales Promotion Department is 
under the management of Wesley A. 
Stanger who is known throughout the or¬ 
ganization. He has served the company 
for many years as a branch manager. In 


addition to his experience with the Royal 
he has engaged in other business and has 
gathered a great deal of useful and usable 
information and experience. He has been 
thru the actual experiences of salesman 
and manager as well as handling his own 
business having been for many years a 
publisher previous to joining the Royal. 
During recent years he has taught sales¬ 
manship, advertising and public speaking. 
He conducted private classes as well as 
lecturing for the Y. M. C. A., New York 
University and other educational institu¬ 
tions. He is also the author of several 
books dealing with selling and his maga¬ 
zine articles in business publications a 
few years ago were widely circulated. He 
is the author of a course of lectures on 
selling which are used in a number of 
schools throughout the country as text 
books. 

It is the aim of this department to be of 
constructive assistance throughout the or¬ 
ganization. It is expected that it will be a 
clearing house for ideas and inspirational 
efforts that are in line with present day 
merchandising. 


Factory News FOREMAN’S CLUB OPENS SEASON Factory News 


Activities of the Foreman’s Club were 
resumed on the night of October 18th 
at a big dinner and a meeting held at the 
factory. Mr. Henderson, President of 
the Foreman’s Club presided at the meet¬ 
ing which followed the evening meal, 
giving a resume of the activities of the 
club in the past and introducing the 
visitors. 

Mr. Geo. Ed. Smith, President, Wesley 
A. Stanger, Manager of Sales Promotion 
Department and A. C. Fuller, President 
of the Fuller Brush Company, were the 
invited guests. 

Mr. Charles B. Cook, Vice-President, 
who is also a member of the Foreman’s 
Club, followed Mr. Henderson with a 
very interesting talk of a highly inspira¬ 
tional nature, part of which follows: 

Regardless of conditions that confront 
the country today and what we have been 
thru, the individual production per man 
in this plant exceeds that of the period of 
1914. This has been accomplished by 
the spirit of cooperation we have been 
able to maintain. 

This company has had its ups and 
downs like every other business and we 
have been trying all of the time to perfect 
our product. Our forces have been con¬ 
centrated on that and we have accom¬ 
plished much. The way we have done 
this and the conditions under which we 
have done it remind me of a story of a 
transportation line which had a hard 
Problem to solve. The problem they had 
w as to operate a string of coaches be¬ 
tween two points. In a meeting of the 
beads of the business the question came 
U P as to whether they should follow the 
straight route or the “up and down’ 
route. It seems that there was a wide 
straight road between the two places but 
11 Was a l°ng one. There was also a short- 
rou te which lead over the hills and 
1 ru the valleys. One director maintained 
! at the longer but straighter road would 
e the best to follow as the horses would 
o travelling on the level all of the time, 
nother maintained that the shorter but 
j P a nd down road would be better 
6 con tended that in the straight open 
Wo |^ e WOf k hauling the coaches 
be monotonous and that the horses 


would not last as long as tho they had 
ups and downs and had a variety in the 
scenery and the work. 

‘‘It was decided to try both routes and 
at the end of six months, the man who 
suggested the shorter but rougher route 
won, for the horses on the long straight 
road had worn out while the others were 
in good shape and still going. 

‘We have been like the coaches on the 
up and down road. We have worked 
steadily for perfection and we have ac¬ 
complished much. We are better off for 
the effort than we would have been had 
the road been easy and straight. We are 
stronger today than ever before and the 
increased production per man is evidence 
of the strength of our organization and a 
proof of the fact that the road we fol¬ 
lowed was the better. 

This meeting tonight is a sort of cele¬ 
bration. It affords me unusual pleasure 
to be able to celebrate with a friend 
whose hard work and constant effort has 
built up an organization that is one of 
the finest in the country. It is a pleasure 
to be here with Mr. Smith, our president, 
whom I have seen on the up and down 
road and who had never faltered. He is 
a man whose experience is one that 
touches every department of this work 
for he has been thru it all. 

“We also have with us a man whose 
name is known in this city for a signal 
success. A man who has built a business 
that has a world wide distribution and 
who will talk to us. He is a business man 
who deals with facts; a man whom you 
all know and who it is my pleasure to 
introduce; Mr. A1 Fuller.” 

Mr. A. C. Fuller was invited to make 
some remarks which were well received 
by the members of the Foreman’s Club. 
Many of the things which he said met 
with most hearty response. A partial 
report of his talk follows: 

“It is an inspiration to me to be here 
and to feel the spirit that pervades this 
organization. Your leader, Mr. Cook, 
with his usual liberality gives all the credit 
to you men and you are undoubtedly de¬ 
serving of all of this credit, but unless 
you men had a leader such as you have, 
you would not have been successful, be¬ 


cause any group of men must have some¬ 
one in whom they can place absolute 
confidence, to give them a square deal, 
and someone in whom they have con¬ 
fidence as to their ability to direct them 
right. I know of no man who fills these 
requirements more thoroughly and com¬ 
pletely than Charlie Cook and you men 
should feel thankful and a great deal of 
pride in your leadership and in what you 
have accomplished under that leadership 
during the past fifteen years. 

“To handle an organization such as 
The Royal Typewriter Company is a very 
difficult job, especially during the turbu¬ 
lent period which we have had since 
1914. The statement made to you by 
this organization is something in which 
Mr. Cook as to the accomplishments of 
any business institution can feel a just 
pride. It is a fact that the Royal type¬ 
writers are selling at a price which existed 
prior to the War, with costs of from 50% 
to 60% higher. This is the measure of 
efficiency which has been obtained. 

The problems and the interests of the 
men who work in the shop and the men 
who direct the affairs of a great corpora¬ 
tion, such as this, are identical. It seems 
a great misfortune in view of this fact 
that there is so much disturbance and con¬ 
flict in industry. I think, however, that 
this is sometimes over exaggerated in the 
minds of most of us, as labor troubles of 
any kind are put into headlines in the 
newspapers and given a great deal of 
publicity where the other side of industry 
where a complete and mutual understand¬ 
ing as to the unity of interest, such as you 
have in your own organization, is seldom 
heard of. And more and more industrial 
leaders, both in management and in the 
men who work, are coming to realize this 
unity of interest and we are entering an 
era that is going to change this condition 
of strife and discord into one of harmon¬ 
ious action where both sides will be tre¬ 
mendously better off. This will be 
brought about by a realization by both 
sides that their interests are mutual, the 
wa y to get more is to work for each 
other s interests. 

As Mr. Cook has explained to you men, 
this organization has been able to sell its 


product at the same price with a heavy 
increase of cost. This means that you 
men have been kept in profitable em¬ 
ployment because of extra effort, initiative 
and ability that you have put into this 
work. We cannot take out more unless 
we put in more, that is a fundamental 
principle in all human activity. 

"This is not always a question of more 
work, but one of greater initiative and 
ability in instituting more efficient meth¬ 
ods and higher standards. 

“As foremen, you are not only respon¬ 
sible for your own progress and success, 
but are executives who are responsible for 
the progress and success of all the men 
working in this institution. Therefore, 
you have a very important responsibility 
and a great opportunity to help not only 
yourselves, but other men to make more 
of their own lives year by year. I am 
sure with the standards of equality and 
fairness existing in this institution if you 
will put more into it you will get more 
out.” 


Mr. Geo. Ed. Smith, President, wound 
up the affair of the evening with a won¬ 
derful talk to the men. He opened his 
remarks by acknowledging the group 
photograph of the fifteen year men which 
was presented to him by Mr. Henderson 
on behalf of the club. 

Mr. Smith expressed his great pride in 
the factory and factory product. He 
called very forcibly to the attention of his 
hearers that in the manufacture of type¬ 
writers as in everything else it is brains 
that really count and showed very plainly 
that we cannot take more out of a propo¬ 


sition unless we put more in. He showed 
how success lies in cooperation and that 
unless statements we make and things we 
do ring true we cannot hope to win. 

He showed how the Sales Department 
is really the mouth piece of the factory, 
exemplifying this by saying that this de¬ 
partment deals in words while the factory 
deals in things and that the function of 
the Sales Department was really to tell 
the story to the world at large, and that 
therefore the Sales Department was re¬ 
flecting what the factory were doing and 
carrying the message, which of course to 
win must be thoroughly backed up. He 
showed how the Royal Typewriter is be¬ 
ing carried to men who really know and 
that therefore there can be no guess or 
excuse offered. It must be and is right. 

In making comparison between the 
conditions in Europe and the United 
States, giving an explanation as to why 
it is that ofttimes European goods are 
offered at a price comparatively lower 
than American goods was due to the fact 
that Europe was overrun with cheap 
labor. 

He said that in the last analysis that 
"dear brains will beat out cheap labor. 
The better brains and the more brains put 
into the Royal Typewriter, the better a 
product will be and the better we will 
get across to suit the public." 


At the conclusion of Mr. Smith’s re¬ 
marks the Chairman entertained a motion 
of vote of thanks to Mr. Smith and the 
other guests which was unanimously car¬ 
ried. Mr. Henderson then announced 
that the next meeting of the Foreman’s 
Club would be held at an early date and 
notice was posted in the factory. This 
meeting of the Foreman's Club is one of 
the largest that has been held since the 
organization of the body and the remarks 
of the speakers were met with many out¬ 
bursts of appreciative applause. 
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Every once in a while some one edges 
around to me and asks me to tell them 
something about the Accounting Depart¬ 
ment, especially as to the relationship be¬ 
tween the District Auditors and the 
Branch Offices. 

1 know that the topic is interesting, 
especially because sometimes, the two de¬ 
partments do not really understand each 
other s functions. These two divisions of 
the business, however, should work to¬ 
gether in the closest harmony and should 
be very helpful to each other. 

It is quite natural that the Branch Man¬ 
ager should look at the problems before 
him with the eyes of the sales department 
and it is not surprising to me that the 
viewpoint of the district auditor and the 
branch manager should not be the same 
in many cases. When the difference of 
viewpoint enters, there is always a com¬ 
mon ground. That common ground is 
first, last and always the best interests of 
the Royal Typewriter Company. 

Branch Managers have their minds con¬ 
centrated on sales. They are drilled in 
sales policy, sales point of view, and are 
(or should be) familiar in every detail 
with sales rules. It is only natural that 
everything else in the conduct of their 
business be subordinated to getting sales. 
However, while these things are true, 
there is another point of view which is 
very vital to the success of the business 
and that is the view point of the Account¬ 
ing Department. Branch managers in 
the very nature of things, are not audi¬ 
tors or accountants any more than the 
District Auditors are salesmen or branch 
managers. They are both working to- 


ACCOUNTING DEPARTMENT 

By A. E. Davis 
General Auditor 

ward the same end, of course, but they familiar with this policy as an ^ °^ 


must follow divergent paths to reach the 
common goal. 

It has always seemed to me that the 
District Auditors are really the “point of 
contact” between the home office and the 
branches; especially in the matter of co¬ 
ordinating the activities between the sell¬ 
ing end and the accounting end. 

The sales force is under pressure and 
each branch is an additional outlet for the 
steam that keeps the machine going. 

No engineer would attempt to operate 
an engine without a safety valve on his 
steam boiler. He knows that the boiler 
will carry a pretty high steam pressure 
and that its efficiency is guaged by what 
it is called upon to do. Sometimes it is 
advisable to carry a higher steam pressure 
than the boiler is designed for, but he also 
knows that when the danger point is 
reached that the safety valve will pop; let 
off the excess and keep the engine running 
at high speed but within the safety limits. 
In operating his plant he cannot be ex¬ 
pected to keep his eye on the steam guage 
every minute and therefore must depend 
upon the safety valve as his best friend. 
District Auditors are, in a way, safety 
valves. 

District Auditors do not MAKE policy. 
They merely carry out the policy laid 
down by the officials of the company in 
the general offices. Every branch is pro 
vided with a concise statement of com¬ 
pany policy in the book of “Sales Policy 
supplied by the sales manager to all 
branches, and the instructions issued to 
cashiers by this department. 


and their business primarily, is to go over 
the transactions of the branches and see 
that these policies are adhered to as close¬ 
ly as is possible. 

There are uncomfortable situations 
often presented to District Auditors. 
Sometimes in pursuit of their duties they 
come across uncomfortable situations that 
have escaped the attention of both cash¬ 
iers and managers. Of course, these situ¬ 
ations must be brought to light and it is 
usually in matters of this general descrip¬ 
tion where the misunderstandings arise. 
There is no business nor any branch o. 
any business where everything runs 
smoothly all of the time and it devolves 
upon the District Auditor to come in 
closest contact with these uncomfortable 
situations. Whatever he does is aimed to 
be of a helpful nature. This does not 
mean that it is to help the person at fault 
to cover up his mistakes, but it does mean 
that his work is to help straighten the mat¬ 
ter out to the satisfaction of all concerned 
and to bring about the best conclusion 
compatible with the company’s interests. 

There are few firms where the relation 
between the Accounting Department and 
the Sales Department is as close as with 
the Royal Typewriter Company, or where 
there is a better spirit in working together. 
The District Auditors are in a sense, a 
sort of “laison department,” carrying the 
message of the home office to the branch¬ 
es and the reflection of the ideas of those 
T. the branch offices to the home office 

The function of the Accounting De¬ 
partment in addition to recording what 
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District auditors are expected to be as has taken place and keeping track of 


operations is that of contact. Primarily 
an accounting department records the 
actions of the sales and other depart¬ 
ments. It never gets hold of anything 
until it is past. It is seldom that any in¬ 
dividual in the Accounting Department is 
able to be on the ground or even see 
things in the making. They have no way 
of determining what brought about a 
certain situation or produced a given re¬ 
sult, except by the record that it leaves 
behind it. District Auditors deal princi¬ 
pally with “records" of things past. What¬ 
ever conclusions they may reach, or 
attitudes they assume, must be the result 
of their study of the record of something 
that has already been done. They do 
not attempt to interpret; they deal simply 
and purely in what lies before them. 

The branch manager, salesmen or em¬ 
ployes in general perform certain acts and 
get certain results by processes that are 
known to them at the time. The District 
Auditor cannot and does not know these 
mental or even physical processes. He 
has to be guided by the records that are 
left. He deals with conditions and not 
with the things themselves. His function 
is and should be helpful every time. 
Sometimes in being helpful in the best 
manner possible, he is called upon to do 
and report things that are vital to the 
company’s interests, but may be distaste¬ 
ful to some of the people concerned. Back 
of it all is the one outstanding and vital 
subject—the best interests of the Royal 
Typewriter Company. 


EXPORT SUPPLEMENT 



“SEND IT TO MY OFFICE’* 

We are all accustomed to receiving the 
above instructions from our customers— 
but—have you ever stopped to realize 
how some of your fellow dealers make 
their deliveries. 

j n Egypt and North Africa machines 
are slung on the backs of camels, in West 
Africa they are carried on the heads of 
natives, on the Andes surefooted mules 
carry these message bearers of civilization 
to their final destination. In this picture 
you see how in India, Brahma steers and 
springless carts are used to bring Royal 
typewriters to the business men. 

The picture shown was taken at God- 
own No. 2 of the Greaves Cotton & Co., 
Ltd., in Calcutta, and shows grouped in 
the doorway (reading from left to right) 
Mr. Haslewood, Mr. Burge and Mr. T. 
T. Malleson. 

Incidentally, doesn’t it prove the qual¬ 
ity of the Royal packing when we realize 
that it protects our machines under all 
these trying conditions. We heartily com¬ 
pliment the factory on its accomplishment. 
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Miss Hendrikse Wins Royal Championship For All Holland 



The contest for the speed championship 
of Holland, to which we referred in the 
August issue of the Royal Standard, was 
held last month and we are most pleased 
to state that Miss M. Hendrikse whose 
photograph is shown above won the 


championship for all of Holland, using 
a Royal typewriter. Her record for 
speed was 520 strokes (or letters) per 
minute. 

In photograph two showing some of 
the contestants, Miss Henrikse can be seen 


at the extreme left seated in front of a 
white enamel Royal. As you will prob¬ 
ably recall Miss Hendrikse trained for this 
contest under the supervision of Mr. C. 
R. Th. Arnold, head of one of the best 
typewriting schools in Rotterdam, of 


which she is a graduate. 

We feel sure that this is only one of the 
many honors Miss Hendrikse’s ability in 
typewriting will win for her. We extend 
our heartiest congratulations and our sin¬ 
cere best wishes for future success. 


COPENHAGEN CONVENTION 


At the convention held in Copenhagen 
from October 3 to October 7 of this year, 
the Royal dealers for Sweden, Norway, 
Denmark, Finland, Baltic States and the 
Isle of Fyn attended, and discussed their 
experiences generally with our Foreign 
Sales Director, Mr. T. T. Malleson. 


land; Walter Banzhaf, Sweden; J. C. 
Hammeken-Jensen, Denmark. 

Unfortunately Mr. Eriksson of Stock¬ 
holm and Mr. Breinholt Norgaard of the 
Isle of Fyn were not present when the 
picture was taken. 

During the convention Mr. J. C. Ham¬ 
meken-Jensen arranged a very attractive 


tical and valuable nature and would 
materially assist in the expansion of the 
Royal typewriter business in the various 
territories. Free and open discussion of 
the problems that these dealers will have 
to solve brought out many points of real 
importance which should be immediately 
helpful to all. 


Mr. and Mrs. Banzhaf, their family and 
their guests on this occasion. The host 
and hostess very thoughtfully gave to each 
guest, as a memento, a solid silver ash 
tray, suitably engraved. 

On one of the other afternoons Mr. 
Max Bodenhoff entertained the members 
of the convention at an excellent luncheon 






A group photograph taken at the time 
shows reading from left to right: (Stand- 
in g) V. Vassilief, Baltic States; T. T. Mal- 
^ e8 °n. Foreign Sales Director; Max Bo¬ 
denhoff, Denmark; M. Nissen-Lie, Nor- 
Way ‘ (Sitting) Emil Stavenhagen, Fin- 


window display in his Copenhagen office, 
exhibiting the different models of the 
Royal typewriter against a background of 
American and Danish flags. 

It was the consensus of opinion that the 
information interchanged between the 
different individuals was of a highly prac- 


As an evidence of the warm friendly 
feeling that is generated by these meet¬ 
ings it is to be noted that Mr. and Mrs. 
Walter Banzhaf entertained all the mem¬ 
bers of the convention at a dinner in their 
summer home in Klampenborg a suburb 
of Copenhagen. Photograph two shows 


in one of the prominent hotels and then 
took them on a motor trip through the 
country surrounding Copenhagen. 

This convention developed a spirit of 
enthusiasm which is bound to assist in the 
expansion of Royal typewriter business 
in the near future. 
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8 EXPORT SUPPLEMENT 


THE ROYAL S TANDARD 

VIENNA EXHIBITION 


export supplement 


At the Vienna Business Show held in 
October, Joe Lesti Nfg., our dealer for 
Austria, had a very attractive Royal ex¬ 
hibit which can be seen from the picture 
below. 

Not only did their booth contain vari¬ 
ous models of the Royal typewriter it¬ 
self but they had prominently displayed 
the Royal Escapement clock mechanism 
which can be seen in the foreground. This 
clock has at its base a large size model 
of the famous Royal Roller-Trip Escape¬ 
ment mechanism operated electrically, 
which clearly shows to the observer its 
speed, simplicity and durability. Above 
its mechanism is suspended a plate glass 
disk on which appears the clock numerals 
and in the very center has attached to it 
two brass hands which indicate accurately 
the passing of the time. The trade mark 
Royal also appears on its face. 

Much curiosity is aroused by reason of 
the fact that no operating mechanism for 
the clock can be seen. Large groups as¬ 
sembled, as they have whenever this ex¬ 
hibit has been displayed, and tried to dis¬ 
cover the secret of its operation. Need¬ 
less to say this proved to be a very valu¬ 
able advertising attraction and assisted 
materially in stimulating interest in the 
Royal typewriter. 










CONSTANTINOPLE, KEMEL, ETC. 


Amid all the turmoil and confusion 
surrounding the situation in the Near East, 
our old and reliable dealer for Turkey, 
Mr. Kroubalkian, carries on his Royal 


typewriter business consistently—and is 
doing it today. 

Such a record is indeed commendable 
and proves that the statements we made 
regarding this gentleman in a previous 
issue of the Royal Standard were well 
founded. 

In place of moans, excuses and com¬ 
plaints, Mr. Kroubalkian sent us this pic¬ 
ture of the Royal billboard on the top of 
a Constantinople kiosk. No alibies—only 
results. Mr. Kroubalkian’s courageous 
determination and hard work sets an 
example well worth following. We offer 
our sincere compliments. 


Mr. I. 

Panama, __ 
advertising as a sales assistance and from 
the following photographs it can be seen 
how ably he handles this particular end 
of his business. 

Photograph one represents a splendid 
hand painted billboard advertisement (9 
ft. by 20 ft.) of the Royal Typewriter, 
erected on one of the principal streets of 
Panama City, near the Tivoli Hotel, from 
which vantage point it attracts the favor¬ 
able attention of practically all the pros¬ 
pective Royal typewriter users in that city. 
Unfortunately the beautiful colors used in 
painting this sign cannot be seen in the 
picture. 

Photograph two gives evidence of the 
attractive manner in which Mr. Maduro 
arranges his window displays. This ex¬ 
hibit is bound to leave a favorable impres- 


IN PANAMA 

sion regarding the Royal typewriter and 
its Panama agent on the minds of those 
who see it. 

In the third photograph we show the 


L. Maduro, Jr., our dealer m building in w hi c h Mr. Maduro has his 
Jo a firm believer in the use or 


office. This is very prominently located 
in the business center of Panama City, 
which fact enables Mr. Maduro to keep in 
constant contact with the buying publi; 
there. 


i 


No. 2 


No. 3 
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OUT IN THE WILD AND WOOLY 




Mr. Robert A. Rehm has a way of 
covering His territory that is all his own, 
and which he worked out for himself to 
meet the conditions of distance in New 
Mexico. Taking on the Royal dealer¬ 
ship at Albuquerque after his world war 
experience, Mr. Rehm realized that in¬ 
tensive methods were needed to thor¬ 
oughly cover the territory, where great 
distances between towns were the chief 
feature. 

To overcome this, Mr. Rehm travels in 
his Essex car fully equipped with all 
the accoutrements of a pioneer: blankets, 
tinned food, axe, revolver; and covers the 
entire territory in long trips regularly. 

Herewith pictures of his headquarters 
shop at Albuquerque known as the Albu¬ 
querque Typewriter Exchange, with the 
personnel lined up in front. The aggres¬ 
sive looking gentleman in the cap is the 
Go-Getter himself. 

An increase in the force of Royal sales¬ 
men was announced recently by Mr. 
Rehm in the arrival of Robert A., Jr., 
who is slated to follow in father’s foot¬ 
steps. "He also has a crop of black hair, 
something his daddy does not have," 
writes Mr. Rehm. 

His Royal work and results have been 
so pleasing that we recently added to the 
New Mexico territory a number of 
counties in the State of Texas, in which is 
located the important city of El Paso. 
With the asistance of a sub-dealer in that 
city, the busines has gotten off to a good 
start, and we look forward to even greater 
results from this recent addition to the al¬ 
ready large field covered by the Albu¬ 
querque Typewriter Exchange. 





OCTOBER ROLL OF HONOR 

The increased volume of October 
orders fully proves our prediction that 
business would be promptly increased as 
a direct result of the highly successful 
school drive during September. The list 
of dealers who exceeded the quota is a 
long one. but following our usual plan 
we list below only the ten highest, in the 
order of percentage of excess. 

Nothing can stop us in November; it 
is a month full of possibilities with no 
strikes, holiday season or other distrac¬ 
tions, and our goal is set higher than for 
any other month during the year. 



G. W. Paxton 



J. F. Crouch 


No. 1 

T. H. PAYNE CO. 
Chattanooga, Tenn. 


No. 2 
PAXTON 

TYPEWRITER CO. 
Bloomington, Ill. 


No. 3 

J. F. CROUCH 
& COMPANY 
Temple, Texas 



Roy A. Davis 



J. E. Gaffaney 


No. 4 

ROY A. DAVIS 
Colorado Springs, Col. 


No. 5 

OFFICE SPECIALTIES 
COMPANY 
Fargo, N. D. 



H. S. Storr 


No. 6 

H. S. STORR CO. 
Raleigh, N. C. 




THE UTAH TYPEWRITER 
EXCHANGE 

Out in Salt Lake City, Mr. Frank P. 
Stewart organized the Utah Typewriter 
Exchange several years ago, and has sold 
Royals in that state since the introduction 
of the No. 1 0 model. 

During a recent visit of our Mr. Mil- 
stead, he snapshotted Mr. Stewart and 
his force before the very attractive store 
which has been headquarters for the Ex¬ 
change for a number of years. Mr. 
Thomas, salesman, the official steno¬ 
grapher, Mr. Stewart and his mechanic 
comprise the group. 

As a member of the Rotary Club and 
well-known in Salt Lake business circles, 
Mr. Stewart is in position to push the 
Royal to the fullest extent in his territory, 
and it is our sincere hope that our con¬ 
nection will continue long into the future 
and grow mutually more profitable as 
time goes on. 




H. J. Smith 


No. 7 

H. J. SMITH TYPE¬ 
WRITER EXCHANGE 
Parkersburg, W. Va. 



W. H. Scott 


No. 8 

SCOTT-PARKER CO. 
Macon, Ga. 



N. W. Harrah 


No. 9 

HOME OFFICE SUPPLY 
COMPANY 
Welch, W. Va. 



L. E. Spiece 


No. 10 

L. E. SPIECE CO. 
Bucyrus, Ohio 
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A CALIFORNIA CONVENTION 

C .1 __J lm /'IT 



and all set to go forth and knock 
dead, and his tv/o salesmen. 

In the fourth picture, evidently taken 
on arrival at Tia Juana, Mr. Milstead him- 
c C lf is the centre of the group. 

He makes a very enthusiastic report on 


the work of Mr. Page and his sub-dealers, 
as well as on business conditions in that 
section, and is certain that the spirit of 
the convention will affect the future sales 
work of the Southern California organiza¬ 
tion. 




Recently Mr. W. L. Milstead of this 
department, visited Southern California, 
where our dealer Mr. J. H. Page so ably 
holds the fort with the assistance of a 
force of Go-Getting sub-dealers. The 
party of Royalists, which included Mr. 
Page, Mr. G. L. Smith, manager of the 
Los Angeles branch, Mr. Arthur Rudd, a 
big Royal user and booster and Mr. Fied 
Schlador, San Diego sub-dealer, made a 
trip across the border to Tia Juana, 
Mexico, a particularly popular resort be¬ 
cause it has to offer the stuff that promotes 
the spirit of conventions. 

Lined up before the “place’* are (in 
order) Messrs. Smith, Schlador, Page, 
Rudd and Andrew Kienly, the last named 
formerly manager for the Royal Type¬ 
writer Company on the Pacific Coast. Mr. 
Milstead held the kodak, indicating that 
his was the steadying hand of the con¬ 
vention. 

The photograph of the attractive store 
window is that of Mr. Schlador’s Business 
Equipment Company at San Diego, with 
the proprietor himself, hatted, Royal-ed 
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DOWN ON THE FARM 

Mr. Fred Schlador, who operates the vacation demonstrates what he can do to 
Business Equipment Company at San rea l work when he starts in, and he is now 
Diego, California, as a sub-dealer, under back Qn his rea j j 0 fe f se lling Royals, from | 
Mr. J. H. Page of Los Angeles, spends w jj| no doubt continue to receive 

his vacations getting back to nature. 

Mr. Schlador’s idea of a good time on proportionate results. 


VISITORS 


Mr. C. R. Allen, dealer at Watertown, 
New York, favored us with a visit dur¬ 
ing the month, and though his stay was 
short Mr. Allen was able to spend a day 
at the Factory. Like all visitors to the 
Royal plant, he was very much impressed 
with the highly efficient and modern 
methods employed in the manufacture of 
the Royal Typewriter. 


Another recent visitor was Mr. W. A. 
Boren, Manager for the Foster & Rey¬ 
nolds Company, who have been our deal¬ 
ers at Miami, Florida, for many years. 
We were very glad to make the personal 
acquaintance of Mr. Boren, and to learn 
at first hand how they sell all those Royal 
Typewriters down in their section of 
Florida. 



DEMONSTRATIONS MEAN SALES 

By W. L. Milstead 

There is nothing that a dealer can do 
that will create business in larger and 
more satisfactory volume than Demon¬ 
strations. 

The dealers who lead the list every 
month are the men who appreciate the 
value and necessity of Demonstrations. 

There is probably not a dealer in the 
organization but who could make at least 
eight Demonstrations a day. Every 
Demonstration will not necessarily be an 
immediate sale, but it will at least inform 
one more man who some day will be a 
buyer, that we have the best typewriter 
in the world. 

Demonstrations produce word-o 
mouth” advertising, and this is the most 
valuable advertising you can get. 

If you have been making less than a 
reasonable average of Demonstrations to 
day, you will find that your success as 
dealer is in true proportion to the number 
you have been making. 

Increase the number of Demonstration^ 
and watch its effect on the profit side o 
your ledger. 
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tHE KANSAS CITY EMPLOYMENT 
DEPARTMENT 


By Mrs. Eileen Sullivan, Manager 

(Editor’s note: Mrs. Sullivan needs 
n o introduction to “Royal Standard” 
readers. An article about her appeared in 
the October, 1919, “Standard” when she 
was Miss Eileen Quinlan.) 

The knowledge that Kansas City 
stands second in point of positions filled 
throughout a certain period of time came 
as a great surprise to this office, although 
we had always maintained a great deal 



EXTRA!! 


The following is copy of cable received from Paris just as the 
Standard was going to press: 

Roytype New York 

Paris France Nov. 12 1922 — 

Royal wins first, second and third places 
European Typewriting Speed Contest Paris, 
on repeated sentence test today. Miss 
Millicent Woodward retaining champion¬ 
ship. 

MALLESON 

On account of the lateness of the receipt of the cable, details can¬ 
not be published now. Further information will be supplied thru 
the Sales Promotion Department. 


VISITING DEALERS 


of pride in our employment department 
as operated by the writer’s predecessor, 
Miss Stagg. Undoubtedly a great deal of 
the credit belongs to Miss Stagg, for her 
thorough knowledge of employment work 
and years of experience in this line en¬ 
abled her to build up this department to 
its present position. It was the writer s 
good fortune to take up the reins where 
Miss Stagg left off on January 1, 1 922. 

Visualizing the employer’s office; as¬ 
certaining the requirements desired in 
prospective employe with reference to 
qualifications, style and type; and select¬ 
ing an applicant we think will conform 
with the standard of the particular office 
to be served, we believe enables us to suc¬ 
cessfully fill a great many of the calls re¬ 
ceived. Of course, it is not always easy 
to secure the information desired, nor is it 
always necessary to question an employer 
minutely for details. It can frequently be 
gained from his own conversation. 

Maintaining a pleasant attitude to¬ 
ward applicants and making them feel 
that you are personally interested in their 
welfare is also an important factor in 
maintaining a successful department. 
Without applicants it is difficult to fill po¬ 
sitions and an indifferent manner on the 
part of an employment manager is one 
of the quickest means we know of to dis¬ 
courage and perhaps lose them. 

Lastly, the object we are at all times 
directing our attention toward is more 
Royal typewriter sales which can only be 
accomplished by thorough co-operation 
with the Sales Department. We believe 
it is not amiss to let the applicants we 
place know what is expected of them. To 
those who are not already familiar with 
our product a thorough demonstration be¬ 
fore leaving the office will be of valuable 
assistance to a salesman when coming in 
contact with these operators later. 

The three points we wish to emphasize 
are: 

Service to the employer, attention to 
a Pplicants and co-operation with the 
Sales Department. 

Carefully followed out we believe they 
will be of great assistance in the work of 
the employment departments. 


During the past month we have had the 
pleasure of personal visits from Mr. Ralph 
Cabanas, vice-president of M. E. Raya & 
Co., Mexico City; Mr. W. E. Lee of the 
firm of Finlay, Waymout & Lee, Inc., 
Porto Rico; Mr. W. A. Said of The Pales¬ 
tine Educational Co., Palestine, and Mr. 
A. L. Palmer of the firm of E. L. Palmer 
& Son, Bermuda. 


All of our friends are very enthusiastic 
about the future of the Royal typewriter 
business in their respective territories, and 
we trust that their visit to New York has 
given them some ideas that they can 
profitably apply to the development of 
our mutual business in their own countries. 

We are always glad to meet our dealers 
personally in order that we may establish 
that intimate contact which assists 
telligent co-operation so materially. 



THE CALL 

Quality and Service 
are the only things 
that should give a 
typewriter The Call. 

The Royal Type¬ 
writer is entitled to 
your “call” only on 
the basis of what it 
will do for you. 

A demonstration 
will convince you. 

ROYAL TYPEWRITER COMPANY, Inc. 
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SERVICE DEPARTMENT CONTEST 
FOR SEPTEMBER 


The Boston Office is again the leader 
in the Service Department Contest for the 
month of September. This branch has a 
reputation for holding first place and 
judging from past performances it will 
take a strong contestant to force it to re¬ 
ease its hold. Mr. H. E. Johnson, fore¬ 
man, is again to be complimented on his 
fine record. 

Cleveland came up to second place. 

Chicago and Cincinnati tied for third 
place. 

Mr. C. C. Sparks, foreman of the Cleve¬ 
land Office and Mr. A. F. Tomek, fore¬ 
man of Chicago and Mr. Phil. Sheridan, 
foreman of Cincinnati, are to be congrat¬ 
ulated. 

Below is a list showing the standing of 
the various offices: 


I—Boston (9*) 

2-Cleveland (9*) 

3— Chicago (9*) 
Cincinnati (8*) 

4— Atlanta (3*) 
Washington (5*) 

5— Baltimore (3*) 

6— Hartford (4*) 

7— St. Louis ( 1 *) 

8— Minneapolis (4*) 


9—Pittsburgh (6*) 

I 0—Los Angeles 

New Orleans (3*) 
I I —Detroit (3*) 

12—Indianapolis (I*) 
Kansas City (6*) 

1 3—New York (1*) 

14— San Francisco 

15— Philadelphia (4*) 
1 6—Dallas 


17—Buffalo (2*) 

STANDING OF BRANCHES IN DIVISION NO. 2 
Portland, Me., in First Place for 
September 


The Portland, Me., office came up 
from nineteenth position in August to 
first place for the month of September. 
This branch has been making the lead 
gradually and Mr. T. J. Conley, foreman, 
is to be commended for bringing bis 
branch to the top. 

Rockford came up from sixteenth place 
in August to second position for Septem¬ 
ber. 

Dayton still holds third place. 

The Rockford Office and Mr. J. H. 
Horton, foreman of Dayton, are to be 
congratulated. 

Below is a list showing the standing 
of the various offices: 

•—Portland, Me. (3*)24—Portland, Ore.(2*) 

2—Rockford (I*) 25—Memphis (3*) 

3-Dayton (5*) Evansville (1*) 

4—Birmingham (3*) 26—Newark (2*) 

5 -Harrisburg (8*) 27-Albany (2*) 

6 -Springfield, Mass. 28—Des Moines 

(4*) 29—Davenport 

7— Oakland (5*) Richmond (I*) 

8— New Haven (6*) 30—Omaha (5*) 

31— Erie (I*) 

32— Rochester (1*) 

33— Peoria (3*) 


9-Worcester (2*) 

10— Fresno (6*) 

11— Toledo (2*) __ lcoria 

12— Jacksonville (3*) 34—Norfolk (1*) 

13— Little Rock (1*) 35—San Antonio 

14— Denver (5*) 

15— Providence (4*) 

16— Louisville (7*) 

17— Milwaukee (2*) 

18— Columbus (8*) 

1 9—Houston 

Kalamazoo 
20—Johnstown (4*) 

2 I —Akron (5*) 

22— St. Paul (2*) 

23— Duluth (2*) 

Bridgeport (2*) 


46—Waterbury 


36 -Seattle (I*) 

37 -Grand Rapids 

38— Bangor 

39— Reading (I*) 

40— Scranton 
Youngstown (2*) 

41— South Bend (I*) 

42— Allentown 

43— Springfield. Ill. 
(4*) 

44— Charleston (4*) 

45— Sioux City 
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